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The aim of thispaper is to determine the intention of customer to use electronic money transaction (e-money). Electronic 
money is new technology that is exists for electronic transaction. The issue appears that is a potential for crime for the 
cwtomer bring a lot of money to the Bankand in Indonesia, the electronic money is still not optimal where majority the 
customerprefer to use Cash orgo to ATM. E-money is a stored value orprepaidproducts that hadrecorded thefinds or 
value and it can be done in online and offline transaction. Behavioural intention is a process in any type of actual 
behaviour with giving the expression in making decision to the adoption of behavioural intention. It attempts to examine 
the intention to use e-money and extended TechnologyAcceptance Model (TAM) and Theory Plan Behavioural (TPB) on 
the Behavioural Intention (BI) to use the e-money transaction. The conceptual@amework of e-money transactions were 
reviewed to understand behavioural intention of consumers@om perceived usefulness, perceived ease of use, perceived 
risks, perceived behavioural intentions, security andprivacy. The proposed@amework and hypotheses were presented 
in this article. Quantitative method will be utilised as sources ofdata collection. A total of one thousand andjve hundred 
respondents will be selected using convenient sampling method in Padang, Indonesia. Descriptive analysis andMultip le 
Regression analysis will be conducted to ana lyse the data. The article endedwith suggestion forfirture studies. 
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INTRODUCTION 
The developing of World Wide Web has increased 
dramatically since 1990 (Lederer, Maupin, Sena and 
Zhuang, 2000). It gives many impacts to organisational 
in term of gathering information in daily work (Shih, 
2004a). However, the organisational has to focus to the 
increasing of internet user and need to be personalised 
services in the networks (Yu, Ha, Choi and Rho, 2005). 
The Internet user also gives impact to the e-commerce. It 
already changes the system in the industry from the 
traditional value chain (Chen and Tan, 2004). The 
transaction is changing to the online transaction. This 
effect can be opportunities for online shop to do the 
transaction online shopping (Overby and Lee, 2006). 
Besides, the online shopping transaction can be 
developed the area of online consumer behaviour 
(Bosnjak, Galesic and Tuten, 2007). As a result, it gives 
the advantages to the sellers easily enter an e-market 
because they can reduce the cost for constructing and 
maintaining of stores such for production (Shih, 2004b). 
It is because they can provide customer to enhance the 
experience and facilitate with the product information 
(Vijayasarathy, 2004). 
In other lines, the security come out as primary 
issues regarding to consumer who prefer to use electronic 
payment or called 'e-payment' in their transaction. It is 
because the lack of security will be experienced to 
consumer to trust the transaction, so it needs to 
authorised and register the transaction (Environment, 
2007). However, the customers as the user acceptance 
have to remains that are some barriers will face them in 
term to get the success of new information technologies 
(Alsajjan and Dennis, 2010). One of Internet Banking 
product is access devices include ATMs and home 
banking by telephone or computer. However, the 
weakness to use this when the customer has to visit a 
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branch or ATM provider (Freedman, 2000). That makes 
the risk while the customer withdraws their money into 
cash and brings it. Electronic money (e-money) are 
defined here as 'store value' is come out as solution to 
reduce the risk by using the ATM because it is used in the 
saving fom of money (Chouseinoglou, 2004). 
The developing of e-money is showed in increasing 
demand of consumers when using e-money in their 
online transaction rather than will other payment 
methods especially in charging by issuers, security and 
privacy of e-money (For and Settlements, 1996). 
However, the customer uses the electronic money is still 
limited (Papadopoulos, 2007). The electronic money 
(e-money) is one of innovations for online transactions 
that make customers feel easier to do the transactions 
(Al-Laham, Al-Tarawneh and Abdallat, 2009). This is 
becoming an electronic payment that characterised as a 
substitute for physical currency. It is a replacement for 
currency like other payment mechanisms such as credit 
cards or often called 'ATM' (Seetharaman and John, 
2009). It can be seen the developing of e-money in 
Indonesiathat is still limited (Table 1). 
Based on Table 1, e-money is the lowest value 
transaction per day. It probably happens the customer is 
lack of trustiness on the security in the online transaction. 
Many criminal activities happened and gave effect to 
consumers to use e-money transaction such as log in the 
password, cheat a message or tools or change data that 
was saved. In addition, the Security Threat Report 2013 
ranked that Indonesia is the riskiest countries to use the 
internet  with percentage  23.54 per cent  
(Shophoslab.com, 2013). Therefore, individuals' 
intentions to use the Internet for on-line transactions 
should consider the major TAM constructs, which 
theorise that perceived usefulness and perceived ease of 
use determine actual system use (Davis, 1989 in 
Al-Gahtani, 20 10). 
Of all the theories, the technology acceptance model 
(TAM) is considered the most influential and commonly 
employed theory for understanding of electronic 
commerce (Tong, 2010). TAM puts forward the 
perceived ease of use and perceived usefulness as two 
main factors while trying to explain the attitude directly 
and behavioural intention indirectly towards using a 
technology (Alagoz and Hekimoglu, 20 12). However, to 
control that system is necessary to secure them with 
Secure Electronic Transaction (SET). It is one promising 
standard protocol that provides away for customers to 
use their payment cards over the Internet securely and 
confidently (Zhou, 2000). 
The importance of security and privacy to the 
acceptance of online banking has been noted in many 
banking studies (Roboff and Charles, 1998; Sathye, 
1999; Hamlet and Strube, 2000; Tan and Teo, 2000; 
Polatoglu and Ekin, 2001; Black et al., 2002; Giglio, 
2002; Howcroft et al., 2002). To know the intention of 
the customer to the e-money transaction, it can be seen by 
looking for some researchers in e-Banking study found a 
perceived risk more significantly affects user intention in 
group. It means that people who decide to adopt new 
alternative transaction such an innovation may consider 
what problem that they will face in the future regarding to 
the check out of the product (Lu, Hsu and Hsu, 2005). 
The technology acceptance model (TAM) 
introduced by Davis (1986) that always be priority most 
cited theoretical frameworks to forecasy the acceptance 
of new technology that is directly determined by 
behavioural intention to use. However, the result of 
investigating the intention of customer to use of the 
variables in TAM, it seems that Perceived Ease of Use, 
security and privacy and Perceived Enjoyment do not 
significantly affect the intention of customer to use e- 
Banking but Perceived Usefulness (Pikkarainen, 
Pikkarainen, Karjaluoto and Pahnila, 2004). This 
become of the gap to do the investigating to intention of 
the customer to use e-money transaction. In addition, 
Perceived behavioural control is significantly and 
positively influencing intention to use Internet banking 
(Nasri and Charfeddine, 2012). However, the theory of 
Table 1. Comparison Transaction E-money, Credit Card and Debit Card per Day in 2012 
Source: www.bi.go.id, 2013. 
Types of Transactions 
Value per day (rupiah) 
Credit Card 





planned behaviour (TPB) was introduced by Ajzen I alternative electronic payment transaction that the 
(1985) as developing of the theory of reasoned action 
(Fishbein and Ajzen, 1975) help the researchers to 
complete control over the intention behaviour (Ajzen, 
1991). The perceived behavioural control is one of the 
variable that has to consider in investigate the intention to 
use of the customer. Perceived behavioural control can 
influence behaviour of the customer directly or indirectly 
through to their behavioural intentions. It is significantly 
and positively influencing intention to use Internet 
banking (Nasri and Charfeddine, 20 12). This finding can 
be used to test the intention of customer to do the 
e-money transaction. 
FRAMEWORKAND HYPOTHESIS 
Conceptual Framework and Hypothesis 
Based on the previous research and discussion on the 
previous studies, conceptual framework for this study 
was developed as shown in this following Figure 1. 
Based on the conceptual framework above, the 
hypotheses were developed as follow: 
HI: There is no relationship between perceived 
usefulness and intention to use e-money 
transaction 
H2: There is no relationship between perceived ease of 
use and intention to use e-money transactions 
H3: There is no relationship between perceived risk and 
intention to use e-money transaction 
H4: There is no relationship between perceived 
behavioural control and intention to use e-money 
transaction 
H5: The relationship between perceived usefulness and 
e-money transaction will be mediated by security 
and privacy 
H6: The relationship between perceived ease of use and 
e-money transaction will be mediated by security 
and privacy 
H7: The relationship between perceived risk and e- 
money transaction will be mediated by security and 
privacy 
H8: The relationship between perceived behavioural 
control and e-money transaction will be mediated 
by security and privacy 
2.2 Operating Definitions 
The definitions ofvariables are as follow: 
1. E-money transaction on consumers is new 
consumers use as payment tools. 
2. Perceived usefulness is in which system a person 
believes to use as the result a particular his job 
performance. 
3. Perceived ease of use is in which system a person as 
his free of effort 
4. Perceived risk is the uncertainty risk that is accepted 
by the consumers 
5. Perceived behavioural control is a motivation of 
customer that is influenced the perception of how 
successfully the individual can, or can- not, and 
perform the activity. 
6. Security and privacy is the security can help the 
consumer to avoid hackers to attack their account 
and save the owner secret information. 
Po~ulation and Sam~le  
I I 
According to Sekaran and Bougie (2010: 262), the 
population is a group of people, events, or thing that can 
be investigated. The sample of this study is the bank 
customers in Padang, Indonesia. Padang is one of the 
largest markets in Indonesia. A total of one thousand and 
five hundred respondents will be selected using 
purposive sampling method around Padang, Indonesia. 
Data Collection Method 
Primary and secondary data were used in this study. 
Primary data is first source data directly from the source 
(Cooper and Schindler, 2006). For the purpose of this 
study, cross-sectional field work using questionnaire is 
the most appropriate method of data collection since this 
is social process study (Babbie, 1995). Primary data will 
be collected directly using questionnaires which be 
distributed to the samples. By doing survey method, 
more socioeconomic variables can be included in to the 
questionnaire. This data will include the consumers' 
intention to use e-money. Multiple regression and 
mediation test will be used to test the develop 
hypotheses. 
Research Instrument 
All construct will go through validity and reliability test. 
Each instrument will be considered reliable if it can 
measure what it wants to measure (Nunnally, 1978). A 
proposed instrument is listed in the Table 2. 
Table 2: Instrument of the Study 
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Figure 1. Conceptual Framework 
Perceived 
Source : Authors. 
Titles 
An extension of TAM model with IDT and 
security/privacy risk in the adoption of internet 
banking services in Greece 
Factors influencing the adoption of internet banking: 
An integration of TAM and TPB with perceived risk 
and perceived benefit 
Factors affecting the adoption of Internet banking 
in Tunisia: An integration theory of acceptance 
model and theory of planned behaviour 




CONCLUSIONS I to use e-money in general. The limitations as well as the 
Intention to Use 
Transaction 




This study tries to adapt the TPB and TAM theory in 
order to understand the consumer intention to use 
e-money in Indonesia. The paper is just a conceptual 
study to understand the general idea consumer intention 
possibilities of creating new paradigm on new alternative 
transaction in the current business environment and 
might be guided issuers to use the right strategy in order 
to attract more consumers to use the e-money transaction 
and increase user acceptance by improving 
implementation system. Futures research should 
incorporate more variable and sample in the study since 
consumer are quit homogeneous in nature. The study 
should be a basis to explore more on e-money related study. 
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